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ABSTRACT

The study shows the performance of Indian Mutual Fund Schemes in terms of number of Mutual
Fund houses in India, Number of Mutual Fund Schemes category wise and portfolio wise and the
Asset Under management of the Mutual Fund Schemes over the years. The time period selected
for the study is 2002 till 2018.The data for this purpose is collected from AMFI for the years
2002 to 2018.Portfolio wise Mutual Funds schemes are categorised into Income, growth,
balanced, liquid, gilt, ELSS and ETFs. Category wise the schemes are divided into open ended
schemes, close ended schemes, Assured return and Interval schemes. The performance is studied
category wise since there are times when some schemes are performing good and others are not
and vice versa..Here comes the effect of market sentiments .1t is analyses from the study that
there is an increase in the number of Mutual fund houses and schemes in India over the period.
It is also found that there is an improvement in the performance of the Mutual fund schemes
over the years. The effect of market sentiments is also seen on the performance of schemes. The
tools applied for the purpose of this research is percentage method to calculate annual growth
and CAGR to calculate overall growth over the years.

KEYWORDS: Mutual Fund, Market Sentiments, Portfolio, Bull, Bear
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INTRODUCTION TO THE INDIAN MUTUAL FUND INDUSTRY

In India, the first mutual fund made its entry in 1964 when Unit Trust of India launched its Unit

Scheme (US) 64. Till 1986-87, UTI was the only Institution functioning as Mutual Fund in India
and its first scheme (US-64) remained the largest Mutual Fund scheme in the country. The
Investible funds of UTI increased to Rs.4563.7 crore in 1986-87 from Rs. 206.8 crore in 1976-
77. In 1987, the Government of India permitted Public sector Banks to launch Mutual Funds.
Consequently, the period of five years (1987-92) witnessed rapid expansion of the capital
markets, both in terms of the total funds raised and turnover on the stock exchanges. The total
funds raised through Public Sector Mutual Funds went up to Rs. 47733.5 crore in 1992-93. The
period 1987-92 is termed as the broadening base phase of Mutual Fund Industry in India. The
Government of India under its economic reforms and liberalization policy allowed Private sector
to enter into Mutual Funds in February 1992. The year 1993 marked a turning point in the history
of Mutual Funds in India as the Securities and Exchange Board of India (SEBI) issued the
Mutual Funds regulation in the beginning of this year. The cumulative resources mobilized by
Mutual Funds increased to Rs. 75050.2 crores in 1994-95. The above may be attributed to the
competition created due to the entry of large number of Private and Public sector mutual funds.
However, the years 1995 and 1996 brought erosion in the value of investments of unit holders
due to a decline in the NAVs of the equity funds. Investor’s perception about Mutual Funds
gradually turned negative because of the poor performance of all categories of Mutual Funds
irrespective of the sector to which they were concerned. But beyond 1997, the flow of funds into
the kitty of Mutual Funds sharply increased due to a more positive sentiment in the capital
market, significant tax benefits, improvement in the quality of investor services, and use of better
information technology.

CONCEPT OF MUTUAL FUND:

A Mutual Fund is a financial intermediary that pools the savings of investors for collective
investment in a diversified portfolio of securities. A fund is “mutual” as all of its returns minus
its expenses, are shared by the fund investors. Mutual fund invests in a number of companies
across various industries, sectors and securities. This diversification reduces the riskiness of the
investments. They make possible an organised investment strategy, which, is hardly possible for
an individual investor. Besides professional management and risk diversification, Mutual Funds
offer the benefits of increased liquidity, flexibility, tax benefits, transparency and stability to the
stock market. On account of the numerous benefits offered by mutual funds, they have grown
phenomenally.

MARKET SENTIMENTS:

Market sentiments are the subjective measure of how investors are feeling about a security or
market. Because feelings sometimes change more slowly than a market's underlying
fundamentals, market sentiment helps explain why securities have a tendency to become either
overvalued or undervalued (www.financialdictionary.com). Some investors plan to make
investment decisions in a way that disregards market sentiment, while others attempt to profit
from it. It is an intuitive feeling of the investment community regarding the expected movement
of the stock market. Market sentiment is the general prevailing attitude of investors as to
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anticipate price development in a market. This attitude is the accumulation of a variety of
fundamental and technical factors, including price history, economic reports, seasonal factors,
and national and world events. For example, if investors expect upward price movement in the
stock market, the sentiment is said to be bullish. On the contrary, if the market sentiment is
bearish, most investors expect downward price movement.

Market sentiments and Mutual fund Performance: The performance of Mutual fund scheme
is judged under different Market conditions i.e. Bull and Bear phase to evaluate the whether the
fund has underperformed or over performed under different situations. Mutual fund managers
design their investment strategy by assessing the market sentiments then only they would be able
to successfully time the market. Successful fund managers are those who are capable of
assessing correctly the direction of the market, whether bull or bear, by positioning their
portfolios accordingly. If managers are expecting a declining market, they could change their
portfolio suitably by increasing the cash percentage of the portfolio or by adjusting their equity
investments in favor of defensive securities having lower beta. In case of a rising market, fund
managers could reduce the cash position or adjust their equity portfolio in favour of aggressive
securities having higher beta. By adjusting their portfolios correctly to the market timing, fund
managers can generate superior returns compared to the market (Raju and Rao 2009). Mutual
fund managers having good market timing abilities design the Investment portfolio pattern of the
Mutual fund schemes by analyzing the sentiments. Various tools and techniques are applied to
know the superiority of the schemes in relation to the other schemes in terms of judging the
market timing skill of the fund managers.

LITERATURE REVIEW

Hasan (2013) discussed the performance of the Indian Mutual Fund Industry in the past and also
the rate of growth it has achieved after being exposed to regulatory changes by SEBI and
international factors. It was also analyzed that funds that are at least 5 years old have the ability
to deliver higher than benchmark returns. He also found that the funds must have the ability to
withstand market downturns better than its benchmarks.

Sekhar (2013) intended to examine the role of Mutual Fund organization in financial
inclusiveness with reference to performance through public and private sector. The data for the
study was collected through secondary sources. However, Unit Trust of India had shown
significant growth in the year 2008-2009. Hence, according to the study, 37 organizations in
mutual fund industry were working together for financial inclusion.

Umarani (2012) made an attempt to assess the growth of funds and suggested certain steps that
need to be taken by all the players of the industry in a rigorous manner to create an atmosphere
that will take the Indian Mutual Fund industry to its next level of growth. It was found that most
of the growth in the assets under management has come not due to the increased retail
participation, but due to the higher corporate investments in liquid schemes of the industry and
due to the appreciation of the capital markets

Kale and Panchpagesan (2012) presented an overview of the Indian Mutual Fund Industry and
the reasons for its poor penetration, which is due to the lack of objective research. It was found
that the industry keeps the entire global industry as its benchmarks. The sensitivity of fund flows
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to performance, and the importance of regulation to its growth have been largely under
researched in India.

Sareen Prateek (2012) attempted to find out the growth in Indian Mutual Fund Industry. He
studied the participation of retail and institutional investors in Mutual funds. The level of
investment in Systematic Investment Plans viz a viz one time investment plan was also studied.
In the study it was concluded that the Indian mutual fund industry has significantly high
ownership from the institutional investors.

Geetha (2012) discussed the growth of Mutual Fund Industry in India in terms of Asset Under
Management and also explained the important concepts involved in Mutual Funds. It was
concluded in the study that Mutual funds in India is gaining importance because of various
advantages offered by it such as diversification, regulatory oversight, choice of scheme, well
regulated, no guarantees, fees and commissions and taxes.

Purandare and Mehra (2010) have assesed the key growth drivers for the industry and have
identified the factors which may impede growth in the future. The study recommended that
however, in order to fully establish inclusive growth, several components of such an initiative
like investor awareness, broadening investor participation and product innovation need to be
aligned.

Parmar (2010) evaluated the growth of Mutual Funds in India and examined the return from
selected Mutual Fund schemes. Sample study period was January 2005 to December 2009. This
study was completely based on the secondary data. Average, Standard deviation, beta, R squared
and Sharpe ratio were used as tools of analysis The NAV of all the schemes had shown that in
the January 2008 they had given highest return and in December 2008 they had given the lowest
return.

Kumar, Gayatri and Kartikha (2010) analysed the objectives, challenges and opportunities of
Mutual fund. They explained that the challenges of the Mutual fund Industry are leading to
consolidation of the industry, pressures on margins, innovation and product differentiation and
outsourcing trends. They concluded that this time is an interesting time for the industry. It is truly
said that change is the only constant.

Pandey (2009) covered various aspect of mutual funds industry in India. He started the study
with the basic concept of Mutual Fund and gave details about the growth of Mutual Fund
Industry in India over a period of years. It also covered the different phases of growth of mutual
fund industry. It was concluded in the study that Mutual Fund is gaining importance in India due
to numerous advantages offered by it to the investors.

Samar (2009) analysed the growth of Mutual fund industry in India. The secondary data was
collected from the websites of AMFI, Value research, SEBI and India Infoline during the study
period 2008-09. Sharpe Ratio was comparatively favorable in case of ICICI Prudential balance
fund.

Bodla and Bishnoi (2008) aimed to bring out the trends in Mutual Fund Industry in India. The
reference period ranged from 1998-2006. The study was based on secondary data which was
collected from various websites and journals. The study brought out the facts that the mutual
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fund investors in India had 609 schemes with variety of features such as dividend, growth,
cumulative interest income, monthly income plans, sectoral plans, equity linked schemes, money
market schemes, etc. It was also highlighted that though both open-end and close-end schemes
had registered excellent growth in fund mobilization, the former category of schemes is more
popular among the investors. Portfolio-wise analysis has brought that income schemes have an
edge over growth schemes in terms of assets under management.

Singh and Mall (2008) focussed on the growth of the Mutual Fund Industry. Growth of Mutual
funds in India was studied under various parameters like Assets under Management (AUM),
resource mobilized and the transactions done by the Mutual Fund Industry in the stock market.
The growth of Mutual Fund Industry in India was studied from April 2000 to Dec 2007. It was
found in the study that the private sector mutual funds are having a lion’s share of Asset Under
Management and Open-ended funds dominated the Assets under Management.

Tripathi (1996) evaluated the growth and performance of Indian Mutual Fund Industry. He
found that the Indian capital market has grown tremendously during the last few years. The study
also suggested some measures to make Mutual Fund Industry successful in India.

Panigrahi (1996) studied the origin and growth of Mutual Fund Industry in India. She examined
that why mutual funds have prospered in the last few years, what is the extent of growth and
whether the regulatory framework for their operations reflects the change in environment. The
study was based on secondary data which was collected from various websites. It was found in
the study that Mutual Fund has been able to attract more investors due to its tight regulatory
framework.

OBJECTIVE OF THE STUDY

1) To examine the growth of mutual fund industry in India in terms of number of schemes and
assets under management of various schemes.

2) To study the growth year on year and CAGR.

3) To study the pattern of number of schemes sector wise and category wise.

4) To study the effect of market sentiments on category wise and sector wise AUM.
RESEARCH METHODOLOGY

Data and its source: For the attainment of objective one of the study the data of asset under
management, number of schemes and number of funds operating in India have been used. All
this information has been collected from AMFI website. Quarterly newsletters have been
downloaded from AMFI websites for the study period and the data is consolidated from these
newsletters. The growth performance of India’s mutual fund industry has been measured in terms
of increase in numbers of schemes, amount of funds mobilised and assets under management.

Sample Size: The overall Mutual Fund Industry have been selected to study the growth.
Period of study: The period of study for this objective is from the year 1997-98 to 2017-18
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Tools of Analysis: For the achievement of objective the data related to number of schemes and
Asset under Management is collected for 17 years , the data is tabulated in various tables for the
purpose of evaluating the trend in growth under different categories.

The data has been tabulated under various categories such as:

Category wise AUM
Portfolio wise AUM
Category wise number of schemes

Portfolio wise number of schemes

Number of Mutual fund houses operating in India

Growth of Mutual Fund Industry

In India the first Mutual Fund made its entry in 1964 till 1987. UTI was the monopolist in the
Mutual Fund Industry in 1987. Government of India permitted Public sector Banks to start their
Mutual Funds. Then in 1992 Government of India permitted Private sector to enter into Mutual
Funds. Year 1993 was marked as a turning point in the history of Mutual Funds as SEBI issued
regulations for Mutual Funds. Because of these concerns the confidence of investors started
increasing and investors found better and safe options of investment in Mutual Funds. It is the
best suitable investment options for individuals/small investors as it provides portfolio
diversification, convenience and affordability to the investors.

TABLE 1: NUMBER OF MUTUAL FUND HOUSES FROM MARCH 2002-2018

Public Sector Private Sector
Year/Category | 1 2 3 4 5 6 7 8 Total
2002-03 5 0 0 4 7 0 6 11 33
2003-04 5 0 0 3 8 1 5 9 31
2004-05 3 1 0 2 10 0 3 10 29
2005-06 3 1 0 1 10 0 5 9 29
2006-07 3 1 0 1 10 0 5 10 30
2007-08 2 2 0 1 11 3 5 9 33
2008-09 1 2 1 1 14 5 5 6 35
2009-10 1 2 1 1 16 5 5 7 38
2010-11 2 2 1 1 18 7 4 6 41
2011-12 2 3 1 1 18 9 5 5 44
2012-13 2 4 1 1 17 8 6 4 43
2013-14 2 4 1 2 19 7 7 4 46
2014-15 2 4 1 2 19 5 7 3 43
2015-16 2 4 1 2 18 4 8 3 42
2016-17 3 3 1 2 18 4 7 3 41
2017-18 3 3 1 2 19 4 6 3 41

Source: (Compiled From Quarterly Update, March Issue, AMFI)
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Note: 1= bank sponsored, 2 =Bank Sponsored Predominantly Indian, 3 = Bank Sponsored
predominantly Foreign, 4= Institutions 5= Indian, 6= Foreign, 7= JV Predominantly Indian, 8=
JV Predominantly Foreign

Table 1 shows the number of Mutual Fund houses operating in India from the year 2002-03 to
the year 2014-15. In the year 2002-03 the number of Mutual fund houses were 33. The number
came down to 29 in the years 2004-05 and 2005-06 then, there was a continuous increase in the
number of Mutual Fund houses. It can be viewed from the table that in the year 2011-12 the
number of Mutual Fund houses operating in India reached to 44. In the year 2012-13 the number
is 43 which grew to 46 in the year 2013-14. A downtrend could be observed in the year 2014-
15,2015-16,2016-17 and 2017-18 when the number of Mutual funds operating in India came
down to 43,42 ,41 and 41 respectively due to deduction in Foreign sector Mutual Fund houses
operating in India.

Number of Mutual Fund Schemes

After presenting the number of Mutual Fund houses the forthcoming part is explaining the
growth and trends of Mutual Fund on the basis of number of Mutual Fund schemes according to
their categories and objective. The position of Mutual Fund schemes across various categories
and portfolios is presented in table 2. The various categories of mutual funds include open-end,
close-end and assured return schemes and interval funds. The portfolio wise classification
comprises of Income, Growth, Balanced, Liquidity, Gilt and ELSS schemes. The year-on-year
percentage change in number of schemes and market share has been analyzed and presented in
different tables.

Hypothesis: that the number of schemes launched category wise have not grown significantly
over the years.

TABLE 2: CATEGORY WISE TOTAL NUMBER AND GROWTH IN NUMBER OF
MUTUAL FUND SCHEMES

Open ended Close ended | Assured return | Interval Fund

Schemes schemes schemes schemes Total
Year No. |% 1 |No. |% 0 |No |%0F No. |9% %ol
1997-98 63 125 47 235
1998-99 102 61.9 | 146 16.8 29 -38.3 277 |17.87
1999-2000 | 168 64.7 | 128 -12.33 | 41 41.38 337 |21.66
2000-01 240 42.85 | 118 -7.81 |35 -14.63 393 | 16.62
2001-02 304 26.67 | 87 -26.27 | 26 -25.71 417 |6.11
2002-03 329 8.22 |47 -45.98 [ 6 -76.92 382 |-8.39
2003-04 363 10.33 | 40 -14.89 403 |55
2004-05 403 11.02 | 48 20 451 |[11.91
2005-06 463 14.89 | 129 168.75 592 |31.26
2006-07 486 4,98 | 270 109.3 756 | 27.7
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2007-08 592 21.81 | 364 34.81 956 | 26.46
2008-09 589 -0.51 | 344 -5.49 68 1001 | 4.71
2009-10 641 8.83 |[202 -41.28 39 -42.64 1882 | -11.89
2010-11 727 13.42 | 368 82.18 36 -7.69 |[1131]28.23
2011-12 745 1242 |530 44.03 34 -5.56 | 1309 | 15.74
2012-13 751 0.8 501 -5.47 42 23.53 | 1294 | -1.14
2013-14 777 3.46 | 796 58.88 65 54.76 | 1638 | 26.54
2014-15 810 |4.24 |1002 | 25.87 72 10.76 | 1884 | 15.01
2015-16 829 2.35 |[1513 51.00 78 8.33 |[2420 28.45
2016-17 829 0.00 |[1388 -8.26 64 -17.95 | 2281 -5.74
2017-18 840 1.33 | 1127 -18.80 31 -51.56 | 1998 -12.41
CAGR 13.83% 11.62% -33.75% -8.36% 11.30%

Ho Rejected Rejected Rejected Rejected Rejected

Ha Accepted Accepted Accepted Accepted Accepted

Source: (Compiled From Quarterly Update, March Issue, AMFI)
** Indicates significant growth at 99 percent level of confidence

Table 2 indicates that as per the category wise classification, the total number of Mutual Fund
schemes have rose from 235 in the year 1997-98 to 1001 in 2008-09. In year 2009-10, total
number of Mutual Fund schemes declined to 882, but again after 2009-10 a major rise is seen in
the year 2010-11, 2011-12 and 2013-14 due to introduction of many new schemes in the close-
ended category and open-ended category but interval schemes, which were newly introduced,
were still reducing. The phenomenon of growth of number of schemes was sustained till May
2007-08 but, due to recession a major decline was observed as the number of schemes increased
by 4.71 percent in the year 2008-09 and the number of schemes have registered negative growth
in the year 2009-10 and 2012-13. The growth of total number of Mutual Fund schemes has been
found highest in the year 2005-06 showing 31.26 percent followed by the years 2010-11, 2006-
07 and 2013-14 where 28.23, 27.70 and 26.54 percent growth is found respectively. This growth
has been contributed due to a major augmentation of new schemes in the close ended category
leading to the percentage change to 168.75 as compared to negative growth between 1999-2000
and 2003-04. The CAGR of close ended schemes has also been noticed higher than those of open
ended category for the duration 1999-2014 but overall the CAGR of open ended schemes (16.89
percent) is found greater than the close ended schemes (14.32 percent). Interval Fund which was
a new category of schemes, also appeared in the picture in the year 2008-09. This type of scheme
combines the features of both open ended and close ended funds. These schemes are open for
sale and repurchase at a predetermined period. There are 68 schemes of interval fund coming
into the picture in the year 2008-09, but after 2008-09, a downtrend is being seen in this
category. After 2009-10 till 2011-12, conducive investment climate was seen in India as many
bars were raised like entry load was removed, KYC norms were made mandatory in December
2008-09 and the economy had recovered from global recession, the number of schemes in the
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Interval scheme category again rose to 65 in the year 2013-14. In the 2014-15 a steep rise can be
observed in case of close ended schemes where there is a rise of 25.87 percent in the number of
scheme from 2013-14.In the year 2016-17 and 2017-18 a sudden decline in the number of
schemes (-5,74 and 12.41 percent respectively) is observed. However, the CAGR (11.34%) and
the significant values in open ended schemes are clearly indicating that the increase in number of
schemes is significant over the years but in the year 2016-17 and 2017-18 there is a step
reduction in close ended and interval schemes owing to positive market sentiments. Hence, the
rejection of null Hypothesis is supported.

TABLE 3: PORTFOLIO WISE GROWTH OF MUTUAL FUND SCHEMES IN INDIA

liquid/ Others
Balanced | money (ETFs and
Income Growth | Schemes | market Funds of
Schemes | Schemes Gilt ELSS |Funds) TOTAL
Year | No. | % [J [No. |% [J[No.| %[ [No.|% [J|No0.|{% [1|No.[% [J |No.| %[ | No. (% [
1997-98( 84 74 19 0 0 58 235
1998-99( 100 |19.05| 83 (12.16| 17 |-10.53| 17 0 60 | 3.45 277 117.87
1999-00( 113 | 13 |[105(26.51| 23 |35.29| 18 |5.88 | 13 65 | 8.33 337 [21.66
2000-01| 126 | 11.5 |110|4.76 | 32 |39.13| 26 [44.44| 19 (46.15| 80 |23.08 393 [16.62
2001-02| 146 |15.87 |114(3.64 (34 | 6.25 | 31 |19.23| 29 |52.63| 63 |-21.25 417 16.11
2002-03| 117 |-19.861120(5.26 (35294 (32 13.23|31 | 6.9 |47 [-25.4 382 |-8.39
2003-04| 131 |1197|126| 5 |37 |5.71 |36 (12530 (-3.23| 43 |-8.51 403 |55
2004-05( 159 |21.37 1151 (19.84( 35 |-5.41(3918.33|30| 0O |37 |-13.95 451 111.91
2005-06| 251 |57.86 1194 [28.48| 36 | 2.86 | 45 |115.38( 29 |-3.33|37 | O 592 131.26
2006-07| 367 |46.22 |227 |117.01| 38 | 5.56 | 55 [22.22| 28 |-3.45(40 [ 8.11 | 1 756 [27.7
2007-08| 506 | 37.87 |270(18.94| 37 |-2.63 |58 |5.45(30|7.14 42| 5 |13 1200 |[956 [26.46
2008-09( 509 | 0.59 |293(8.52 (35 |-5.41 |56 |-3.45| 34 |13.33| 47 | 11.9 | 27 |107.7|1001|4.71
2009-10| 367 | -27.9 |307|4.78 133 [-5.71(56| 0O (351294148 (2.13 36| 33.3 (882 }11.89
2010-11| 591 |161.04 1328 (6.84 |32 |-3.03 (51 |-8.93|37 |15.71 48| 0 |44 | 22.2 (1131]28.23
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2011-12

775 131.13

303 |-7.62

30 [-6.25

55 [7.84

42 113.51

49 1 2.08

55 [ 25

1309(15.74

2012-13

760 | -1.94

298 [-1.65

32 16.67

55| O

421 0

491 0

58 | 0.05

1294| -1

2013-14

1081 |42.24

311|4.36

30 [-6.25

53 [-3.64

44 14.76

52 6.12

67 [ 0.16

1638| 27

2014-15

1249 |15.54

379 |21.86

25 |-16.67

52 [-1.89

45 | 2.27

55 | 5.77

79| 18

1884| 15

2015-16

1737]39.07

413 |8.97

28 [12.00

53 [1.92

41 [-8.89

60 | 9.09

88 |11.39

2420(28.45

2016-17

1582 | -8.92

420]1.69

30| 7.14

52 [-1.89

41 10.00

64 | 6.67

92 | 455

2281]-5.74

2017-18

1267 |-19.91

442 |5.24

31 ]3.33

52 10.00

38 |-7.32

72 [12.50

96 | 4.35

1998/12.41

CAGR

14.53%

9.35%

2.48%

6.06%

6.14%

1.09%

51.43%

11.30%

Ho

Rejected

Rejected

Rejected

Rejected

Rejected

Rejected

Ha

Accepted

Accepted

Accepted

Accepted

Accepted

Accepted

Source: (Compiled From Quarterly Update, March Issue, AMFI)
** Indicates significant growth at 99 percent level of confidence

Table 3 shows the Portfolio wise growth of Mutual Fund schemes in India for the period 1997-98
to 2016-17

Hypothesis: That the number of schemes launched portfolio wise have not grown significantly
over the years.

It presents that the number of growth schemes rose to 194 in 2005-06 from 74 schemes in 1997-
98. In the year 2013-2014, the number of growth schemes were 311 and in the year 2014-15, the
number of growth schemes were 379. The growth scheme has secured the highest growth
(28.48%) in 2005-2006. It was the result of bullish trend in the Indian equity market. After 2005-
06, a major decline in growth rate of growth schemes was seen in 2008-09 (8.52%) owing to
Bearish trend in the economy and in 2009-10 (4.78%). In the year 2010-2011, 6.84 percent
growth rate was registered. In the year 2011-12 there was a downward movement till 2012-13.
Positive growth rate was observed in the year 2013-14 (4.36 %) and in the year 2014-15 (21.86
%). Year 2014-15 registered a robust growth in Growth schemes owing to positive market
sentiments. By looking into the income schemes which have enjoyed maximum share, lost their
glow in the year 2002-03 where number of growth schemes (120) were more than income
schemes (117). From the year 2003-04 an upward trend could be seen in the income schemes till
the year 2008-09 after which the scheme got a major setback when the number of income
schemes came down by 27.9 percent in the year 2009-10, but they again gained a ground in the
market during the year 2010-11 when the number of income schemes grew by 61.04 percent.
The impact of bear and bull market can be clearly observed from these trends.

Balanced schemes are the schemes that seek to maintain a balance between growth and regular
income. In contrast to growth and income schemes, the balanced schemes have faced the
uncertain and volatile scenario in terms of the growth in number of schemes. The number of
schemes declined sharply in the year 1998-99 which increased appreciably in the year 1999-
2000. These schemes have encountered a negative growth from the year 2009 to 2015.Again a
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trend reversal is observed in the year 2015-16 when the increase in number of growth scheme
became higher than increase in income scheme.

CAGR of Income schemes (14.53 %) is found better than the growth scheme (9.35%). But in the
years 206-17 (8.92 %) and 2017-18 (19.91 %)there is a steep reduction in number of income
schemes which means that the trend may reverse. The values of CAGR regarding income,
growth, liquid and ELSS schemes support the rejection of null Hypothesis.

Assets under Management

Another measure of the performance of mutual fund is assets under management (AUM). This
section attempts to bring forth analysis the category-wise, and type-wise AUM of Mutual Fund
in India.

Category wise Asset Under Management: After analysing sector wise AUM of Mutual Funds,
table 4 exhibits data on the Asset Under Management according to category of Mutual
Fund schemes. The data is examined and tabulated in table 5. The testable Hypothesis
under this section is that there is no significant increase in category wise Asset Under
Management over the years.

TABLE 4: CATEGORY WISE ASSET UNDER MANAGEMENT
(AMOUNT IN CRORE RUPEEYS)

Year | Open ended Close ended Assured Interval Total
Schemes Schemes return Fund
schemes
AUM %0 [AUM |% 0 [AUM | % [ |AUM | % 0 | AUM % [
1998- | 37240 16439 1479 68472
99 3
1999- | 68833 84.84 | 21608 | 31.44 |[2256 |52.5 113005 | 65.0
2000 4 3 4
2000- [ 57293 - 13613 | -37 1968 | - 90587 -
01 16.76 1 12.7 19.8
7 4
2001- | 71938 25.56 [ 10977 |-19.36 | 1767 |- 100594 | 11.0
02 9 10.1 5
7
2002- | 75071 4.35 |4033 -63.26 | 360 - 79464 -
03 97.9 21.0
6 1
2003- | 134523 | 79.19 | 5093 26.28 139616 | 75.7
04
2004- | 137983 |2.57 |11571 |127.1 149554 | 7.12
05 9
2005- | 193713 |40.39 | 38149 | 229.6 231862 | 55.0
06 9 4
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2006- | 217417 |12.24|108971 | 185.6 326388 | 40.7
07 5 7
2007- [ 369239 |69.83 | 135913 | 24.72 505152 | 54.7
08 7
2008- [ 325161 |- 89249 |-34.33 2890 417300 |-
09 11.94 17.3
9
2009- |[532886 |63.88|65519 |-26.59 1557 |438.8 |613979 |47.1
10 4 9 3
2010- | 447196 |- 126897 | 93.68 1815 |16.58 |[592250 |-3.54
11 16.08 7
2011- | 441610 |-1.24 | 137634 | 8.46 7973 | -56.08 | 587217 |-0.85
12
2012- [573201 |29.8 | 120652 |-12.34 7590 |-4.8 701443 | 194
13 5
2013- [ 620317 |8.22 | 192899 | 59.88 1202 |58.42 (825240 |17.6
14 4 S
2014- | 910077 |46.71 | 164344 | -14.8 8366 |-30.42 | 108275 |31.2
15 7
2015- | 1053762 | 15.79 | 171235 | 4.19 7827 | -6.44 | 123282 |13.8
16 4 6
2016- | 1573929 | 49.36 | 176743 | 3.22 4584 | -41.43 | 175525 | 42.3
17 6 8
2017- | 1944215 | 23.53 | 187392 | 6.03 4,429 | -3.38 | 213603 |21.6
18 6 9
CAGR | 23.14% 13.66% 4.86% 19.85%
Ho Rejected Rejected Rejected
Ha Accepted Accepted Accepted

Source: (Compiled From Quarterly Update, March Issue, AMFI)
** Indicates significant growth at 99 percent level of confidence

It is depicted from table 4 that Open-end schemes have registered a compounded annual growth
rate of 23.71 percent in their AUM. The year-on-year growth in AUM of open-end schemes was
found the highest (79.19%) in 2003-04 followed by 2007-08 (69.83%). On an overall basis 2008-
09 has registered a sharp decline owing to bearish market sentiments in the market whereas year
1999-2000, 2003-04, 2005-06, 2006-07, 2007-08, 2009-10 and 2014-15 have registered a very
high growth in terms of AUM due to Bullish Market sentiments prevailing in the economy.
Again a sharp increase is seen in the year 2013-14 where the growth in AUM of closed ended
scheme is 59.88 percent. Similarly in case of open ended category, a sharp increase can be seen
in AUM in the year 2014-15 where AUM increased by 46.71 percent. AUM observed a sharp
decline in the year 2015-16 which again went up in the year 2016-17.But there is a sudden
decline in the percentage change from 2016-17(42.38%) to 2017-18(21.39 %) in total AUM. To
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conclude it can be mentioned that the Asset Under management of category wise schemes has
increased over the years.

Portfolio wise Asset Under Management: The current section presents the portfolio wise share
of schemes in Asset Under Management. The data is presented in table 5. Regarding this table
the Hypothesis is that the portfolio wise share in Asset Under Management of Mutual Fund
scheme has not increased significantly over the years.

TABLE 5: PORTFOLIO WISE SHARE IN ASSET UNDER MANAGEMENT (AMOUNT IN

CRORE RUPEES)

Yea | Income | Growth | Balanced | Liquid | Gilt ELSS Gold TOTAL
r Scheme | Schemes | Sch. Sch ETF,
S
A [%|A [% A |[% |A | A | |[A [% |A |% |Am |%
mt. (O | mt. | O mt. | U mt. | O mt. | OJ mt. | O mt. | O t. ]
1998- 4837 1462 1909 1092 - 2477 68472
99 2 2
1999- 4800(-0.7€ 3061( 109.| 2675|1301,/ 2227| 103.[2370| - [3036(22.5 11300(65.0
00 | 4 1 (3] 7 | 62 94 7 5 4
2000-|4886|1.79( 1348 - |1927|-27.9714128|85.3[2317(-2.24 2523|-16.9 90587 -
01 3 3 |55.9] 3 6 19.8
5 4
2001-5578|14.1]{ 1385( 2.74| 1695}-12.03 8069| 95.4(4163( 79.6| 1768| - 10059/11.0
02 8 | 7| 2 4 7 7 29.9 4 5
2
2002-14756| - |9887( - |3141}-81.471373|70.2(3910(-6.08 1228 - 79464 -
03 | 4 (147 28.6 4 1 30.5 21.0
4 2 4 1
2003-| 6252|31.4]{ 2361( 138.| 4080]29.89|4170| 203.{6026| 54.1| 1669| 35.9 13961 75.7
o4 45| 3|83 4 | 66 2 1 6
2004-14760| - |3671(55.4|4867|19.295406|29.6(4576| - [1727(3.48 14955/7.12
05 5 1238 1 7 8 5 24.0 4
6 6
2005-| 6027|26.6| 9286( 152.| 7493|53.96/ 6150 13.7(3135( - |6589|281. 23186(55.0
06 8 | 2| 7 |97 0 5 31.4 53 2 4
9
2006- 1193|97.9(1133(22.1|9110|21.58| 7200| 17.0{ 2257 - |1021[54.9| 96 3263840.7
07 | 22| 5| 86 6 8 28.0[ 1 7 8 7
1
2007-2207|85.0{ 1567( 38.2| 1628| 78.74| 8940| 24.1( 2833 25.5| 1602| 56.8| 747 | 50.6/50515(54.7
0862 1|22 2 3 2 6 2 0 9 2 7
2008-11973| - |9581 - |1062|-34.749059|1.33(6413|126.|1242( - |4077|81.6|41730 -
09 | 43 [10.6 7 ([38.8] 9 4 37| 7 (224 8 0 [17.3
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1 6 3 9

2009-3117|57.9|1740]| 81.6( 1724(62.25( 7809(-13.8 3395| - |[2406(93.6|5409|24.6|61397|47.1
10| 15| 6| 54| 5| 6 4 470 6 | © 2 9 3
6

2010- 2919|-6.33 1697|-2.47] 1844| 6.95 | 7366|-5.67/ 3409| 0.41( 2556( 6.25| 9432| 42.6(59225|-3.54
11 | 75 54 5 6 9 5 0

2011-2908|-0.39 1584|-6.67] 1626(-11.84 8035 9.08| 3659| 7.33( 2364(-7.53 1402| 32.7(58721{-0.85
12 | 44 32 1 4 4 3 | 4 Il

2012-3959|36.1| 1497|-5.46/ 1630 0.28 [ 9339(16.2| 8074|-99.9 2273(-3.8 1517|8.22(70144{19.4
13 |1 8 | 5| 77 7 2 | 3 1 Il 3 S)

2013-4615|16.5/1655| 10.5|1679| 2.98|1332(42.7|6115| 120.[ 2554| 12.3| 1639( 8.02|82524{17.6
14 [ 50 6 [ 60| 4] 3 80| 1 66 7 [ 9] 5 0 5

2014-5169| 12 |3056|84.6|2636|57.02/ 1625 21.9|1461| - |3947|54.5/1712|4.44/10827|31.2
15 | 51 69 | 3 | 8 62 | 7 | 4 |242] O 3 57 | 1
6

2015-5671|9.72| 3447| 12.7| 3914|48.46| 1994 22.6/ 1630| 11.5/ 4169| 5.64| 2437| 42.3/12328/13.8
16 | 89 o7 | 7 6 04| 6 6 8 6 6 6| 24 | 6

2016-| 7496|32.1| 4821| 39.8 8476|116.5| 3140| 57.5| 1487|-8.78 6140| 47.2| 5166| 111./17586|42.6
17 1 91| 8| 83| 8 3 3 186 |1 5 3 6 3 194 64| 5

2017- 7880(5.11| 6692| 38.7{ 1721|103.1 3355| 6.83| 1140| - (80,58 31.2| 7914|53.1|21360/21.4
18 | 21 07| 9 (51| 0| 25 4 1233 3 | 4| 5| 9| 36| 6
3

CAG| 15.82% | 22.29% | 26.74% | 35.18% | 9.12% | 20.11% | 84.12% | 19.85%
R

Ho | Rejected | Rejected | Rejected | Rejected | Rejected | Rejected | Rejected | Rejected

Ha | Accepted| Accepted | Accepted | Accepted | Accepted | Accepted | Accepted | Accepted

Table 5 throws light on the Portfolio wise AUM. It is evident that during 2014-15, the AUM is
the highest for income/debt-oriented schemes (Rs. 516951 crores) while the AUM under
growth/equity-oriented schemes is Rs. 305669 crores. In the year 2011-12 poor earnings season,
downgrade of banks by Moody's, huge current account deficit and depreciating currency have
played spoilsport. In terms of growth in AUM, in the year 2012-13 there was still a negative
growth (-5.46 %) in the growth scheme which became positive in the year 2013-14 (10.54 %). In
the year 2006-07 and 2007-08, when the entire economy was enjoying the fruits of Bullish
Market, in the Mutual Fund market also the AUM rose by 40.77 percent and 54.77 percent in the
year 2006-07 and 2007-08 respectively. The AUM decreased by -17.39 percent from 2007-08 to
2008-09 owing to Bearish Sentiments prevailing in the Market. In the year 2009-10 when the
economy was again witnessing Bullish run, the AUM rose by 47.13 percent. A similar trend
could be observed in the year 2014-15 when due to Bullish trend the total AUM of Mutual Fund
Industry rose by 31.21 percent. In the year 2016-17 there was a steep increase in AUM except
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Gilt schemes which has again came down touching its previous percentage increase in the year

2017-18.But overall there is an increase maintain overall CAGR at 19.85 percent.
CONCLUSION AND FINDINGS

There is a phenomenal growth in Mutual Fund Industry. The numbers of mutual funds
schemes, with various features, have risen to 1998 in 2017-18 from 235 in 1997-98. The
effect of market sentiments is seen in the growth in the number schemes and its AUM. Close
ended schemes have regained their charm which were not getting attraction during the years
between 2003-04 to 2016-17. In the year 2013-2014, the number of growth schemes was 311
and in the year 2014-15, the number of growth schemes were 379. By looking into the
income schemes which have enjoyed maximum share, lost their glow in the year 2002-03
where number of growth schemes (120) were more than income schemes (117). From the
year 2003-04 an upward trend could be seen in the income schemes till the year 2008-09
after which the scheme got a major setback when the number of income schemes came down
by 27.9 percent in the year 2009-10, but they again gained a ground in the market during the
year 2010-11 when the number of income schemes grew by 61.04 percent. Balanced schemes
are the schemes that seek to maintain a balance between growth and regular income. In
contrast to growth and income schemes, the balanced schemes have faced the uncertain and
volatile scenario in terms of the growth in number of schemes. The number of schemes
declined sharply in the year 1998-99 which increased appreciably in the year 1999-2000.
These schemes have encountered a negative growth from the year 2009 to 2017. CAGR in
respect of number of schemes, AUM category wise and portfolio wise was grown
significantly over the years referred under study. Hence it can be concluded that Mutual Fund
Industry has a significant growth trend in various terms.

The effects of Market sentiments could be clearly observed in the AUM of the schemes. In
the year 2006-07 and 2007-08, when the entire economy was enjoying the fruits of Bullish
Market, the Mutual Fund market also was flourishing as the AUM rose by 40.77 percent and
54.77 percent in the year 2006-07 and 2007-08 respectively. The AUM decreased by -17.39
percent from 2007-08 to 2008-09 owing to Bearish Sentiments prevailing in the Market. In
the year 2009-10 when the economy was again witnessing Bullish run, the AUM rose by
47.13 percent. A similar trend could be observed in the year 2014-15 when due to Bullish
trend the total AUM of the Mutual Fund Industry rose by 31.21 percent.
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ABSTRACT

Background Research has discussed the role of S, T, P in the field of Service Marketing. The
continuity of the Strategic Marketing approached has taken over the contribution of S, T,P in
conceptualizing and designing Tourism Product. The existing Research and the gaps will be
analyzed The Role of S,T,P and its contribution on development and defining Strategic aspect
will be Research Problem area. .The Exploratory and Descriptive Approach of Research Design
will present in form of attribution clarity on the Perceptual and Learning from Tourist and
Prospective Tourist. The insight will be collected from 638 Respondents on Multiple
classification basis. The Tourist and agencies will be in sample units. The scientific method for
the selection of respondents will be adopted. The data collection will be done through Agency
and Tourist separately. The Data Tabulation, Editing and appropriate restructuring will be done
accordingly. The data Analysis will be conducted with preliminary analysis the inferential
analysis will also be taken on Statistical Analysis. The Research will present facts and figure
about responsible factors for the operation of S, T, P in Tourism Marketing. The suggestive
pathway will be in picture for adoption of S, T,P.

KEYWORDS: Conceptualizing, Perceptual, Exploratory, Inferential,
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INTRODUCTION

Cohrane (2007) has written about that. Tourism in Asia taking new shapes and growth. Asia to
increased global as per published paper sassen (2002) due to connectivity and Communication
the Tourism behaviour is also preferring to change. Today's Tourist has an open vision and
choice to decide the Behaviour. The past Behaviour has very little role to decide in the modern
situation- Rizvi (2009) has presented Tourism as a reflection of consumption trend. The rise in
the income status is also a promotion contributor. The tourism behaviour is also a life-style
indictator. The understanding of the Tourism Behaviour plays a key to sources for Tourism
Planners and Strategy Designers.

The Indian Tourism behaviour is having many indicators and observational facts. The Tourist in
global scenario and Tourist in Indian scenario have started giving some similarity of behavour.
The volume of Indian tourist behaviour may be quite low but this an indicative behaviour. Litvin
and Crofts of Hefner (2004) has explained about the influence of culture on tourist. The role of
national culture may be an indicative of behavour on Tourist. Hofstede (2001) has defined about
the uncertainty avoidance which reflects Tourism Behaviour. This paper will examine the scope
of mutual impact of Segmentation, Target and positioning on other active and nonactive
variables of Tourism Behaviour.

TOURISM AS SERVICE MARKETING

There are some key differences exist between products and services. As per scholars (Regan;
Rathmell; Shostack; Zeithaml et al. in Wolak, Kalafatis, & Harris, 1998) status of services is:

1. Intangible

2. Heterogeneous

3. Inseparable

4. Perishable

The detail explanations are as follows
Intangibility

Tangible goods are ones the customer can’t watch, feel taste. Customer may have no idea in this
regard. The customer will not have any existence before the intangible feeling will be there
in the form of tourism.

Heterogeneous

Difference will be in presentation of location, time management, ambience, amenities etc.
Service quality level may be differ in the different service provider levels. The grading may
differ in this regard. The heterogeneous is the normal feature. The different tourist service
providers may have different exposure in this regard.
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Inseparability

The physical good may have long ownership for years. buta service is produced and consumed at
the same time. A service exists only till the time they have possession of service. The same
feature is applicable in tourism.

Perish ability

Services and experiences cannot be stocked; they are perishable in action .Goods may be stocked
in warehouse, or a store until bought. The tourism service also work in this manner.

Planning for Services Marketing

To make sure effective performance of Tourism services, Tourism Marketers have to apply for
marketing planning system. The tourism marketing is key to success. This requires  right
activities for specific markets, anticipating activities, measure of success (Morrison 2010).
Tourism Marketers may follow PRICE CONCEPT

e P:plan

e R:research

e |:implement

e C: control

e E:evaluate

8 Ps of Services Marketing

8Ps are the best tools to describe status of Service Marketing. 8Ps describe the staus of service
Marketing. The traditional M arketing works with 4P ie Product Price, Promotion and Place. The
other Ps expand the scope of service Marketing.

Morrison (2010) explains the scope of Service Marketing.
e Product: the range of Tourism service portfolio for customers

e Place: how the services will be distributed in market, channel and partners Promotion:
Concept to promote tourist destinations

e Pricing-Charge for providing tourist services

e People: Training and Development of Employees. Efficiency enhancement in employees.
e Programming: customer-oriented mindset

e Partnership: CRM and ECRM activation for customer relationship.

The Management may try to develop customer focused attitude within the employee. The
concept of Management Development Programme and Executive Development Programme can
be organized at regular interval.

e The planning system in tourism should be taken as the concept of demand and supply. The
demand and supply may have their own dynamics. The demand factors are international and
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domestic tourist markets. The local residents who consume tourist attractions, facilities and
services are also demand factors. The supply factors are tourist attractions , tourist activities,
tourist residential facilities, tourist services etc.

e Tourist attraction includes following aspects
e Natural

e Cultural

e Special

Natural aspects include Parks, Zoos, Botanic gardens etc. Accommodation includes hotels,
resorts, guest house and other tourist related stay places. The travel hostels are also the place can
be thought of. The railway stations also have dormitory facilities which can be economical for
tourist. The other category of tourist facilities and services are tour planning, tour operations like
ticket booking, restaurants, shopping, Banking, ATM facilities, Money exchange center,
medical, communication facilities and transportation pools. These supply factors may be termed
as tourism product. To work with these factors infrastructure is a core requirement. Tourism
infrastructure includes transportation (Airport, Railway station, Bus terminals and harbours),
Electricity, sewage, waste disposal system etc.e

The tourism authorities may plan these activities. The tourism authorities may incorporate
planning activities. The activity planning may be thought by adoption of POSDCORB MODEL

PLANNING
ORGANISING
STAFFING
DIRECTION
COORDINATION

REPORTING
BUDGET

Tourism planners may adopt national, regional and local level planning. The National, regional
and local authorities may be deputed. The authority could adopt Implementation of Tourism
planning is also a big challenge. Authors have identified few approaches in beginning like
product market options and systematic review etc for implementation. Ogilvie, 1933; Alexander,
1953 have mentioned about the measurement of economic status as are selt of implementing
tourism planning. The tourism planning was in major shape of destination planning. Economic
status is easy to measure. Latter on it was thought of to include social and environmental impact.
Ogilvie, 1933; Alexander, 1953 have published te research on this aspect.

Local Govt role is also very important. The optimum efforts placed by local Govt bring
significant result in this regard. Impacts (Mathieson and Wall, 1982; Archer and Cooper, 1998;
Kontogeorgopoulos, 1998 have presented the significance of local Govt efforts for the promotion
of Tourism Industry. Private sector has also being identified as the important factor for te
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promotion of Tourism Industry. Hawkins (1992) has mentioned about the decision of many govt
to include private sector for growth status of tourism sector. Though the interest of Private
sector was mostly in to the short term gains. They have little interest towards social cultural and
environmental aspects. Seth (1995) has written about this. Jenkins (1994) have mentioned
importance of non commercial aspects. Subject to this these issues have been highlighted.

Planning brings benefit for the people. People should be given chance in planning. Involvement
of people bring consensus among the people about their want.If local residents are involved in
planning and development decisions they also understand the benefits of tourism. This way
tourism can earn more support. The approach to plan at national and regional level is to appoint
steering committee. The committee will give guidance to planning team and will keep review on
planning efforts. The committee will draft different suggestions and reports. The steering
committee will consist of Govt representatives, private sector members, community people and
religious people. The committee can also do open hearing. The committee can give opportunity
to prepare and express opinions about planning

The seminars can be organized to know mutual ideas between national planners and local
participants. Such seminars give publicity to ideas and create community participation. In a big
country plans are prepared by central authority with the help of local participants. This can be
called top down approach. Another approach is bottom up approach. This involves meeting with
local and district people. This approach gives ideas at various levels. The approach consumes
energy and time. The combination gives best result.

The emergence of information technology has redeveloped the communication system by
developing it quicker , wider and in the reach of almost everybody. Internet has gifted vast
opportunity in all fields for instance like business, entertainment, networking and social
contacting. The internet has given more chance to connect between people and world. The
advent of internet is a major boon to none other than Marketing. The Marketing is more closure
to people. Internet is also more closure to people. Marketers are advised to be more careful at the
time to design the brand message. It is a fact that internet has given more decision making choice
to customers. El-Ansary, Frost & Strauss 2006, 315-317.)

ONLINE PROMOTION

Online promotion is a part of marketing mix which covers by internet advertising, online
branding, e-mail, direct marketing, sales promotion, and customer support activities.

Online promotion is a part of the marketing mix, including internet advertising, internet
branding, e-mail, direct marketing, sales promotion, and customer support through the internet.
Internet supplies information to million of clients in a cost effective and in low labour cost.
Promotion via internet provides wide opportunities to consumers and marketers too. Internet can
give correct information like magazine ads, TV Ads, printed brochures. Site has no problem of
space limit as a web tool. Company can offer information such as best attractive place, local
culture, weather information, and price and time schedule. The online promotion is flexible
medium in comparison to traditional media. The Electronic billboard, electronic advertisement
and electronic catalogue has more space editing facilities in very less cost or no cost. It can offer
more information in no extra cost and feedback system. Promotion through internet brings
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several benefits and profits to the consumers and to the marketers, too. Ethical and legal issues
are considered and highlighted while promoting via internet. Internet can provide information as
correct and detailed as a brochure, (Lui 2000)

OTHER WAY TO PROMOTE
Tourism Marketing

Search- engine optimization website can be created. This will help in search of local attractions,
special events and package deal. You get a chance to obtain soft copy of tourism guide. This will
be better than hard copy. This will give specific information to traveler.

Pricing should also be included on websites. People who are looking to price they will have an
option. They can book the travel plan. If the decision making plan is not included than we loose
the business. Online business can increase travel chance.

Off-Season Promotions

Local hotels and restaurants can be kept together on deals. Package deals should have hotel
discount and other better offer.

Specialty meals can be offered at any local restaurants. This may include visit to local places for
brewery or winery. Breakfast and Bed facilities can put together.

Event Promotions

Any local event can be organized annually or at weekend. Event promotion can be done at off-
season. This can generate extra income. Some of the events can be only organized if there is
proper infrastructure to support

Tourist Learning for segmentation, Target and Positioning —Tourist learning may be a set of
opportunity for Travel planners that how can they promote Tourism on the basis of learning
impact Falk & Benk Ckendr off (2012) has described learning as highly personal and influenced
by needs and exportations. Versichele & Weghe (2014) promoted factors of association and
dvisualization for tourist learning. Andererk & caldwell (1994) has promoted impact of
segmentation approach on Tourist behavour between vacationers and non vacationers Kercher &
Cros (2002) have mentioned the role of activities in cultural tourism. This develops insight in the
form of learning for various tourist.

Cook, MSU & Marqua (2014) have demonstrated the role of tourism of hospitality learning for
students.

Smooching, Alstair M, Joseph (2008) have evaluated attractiveness of Tourism market by
statistical analysis.

Chacko (1996) has described about positioning process for Tourist destinations Wymer &
Findley (2010) have mentioned about role of sensation for

consumer innovativeness of target market Cleaner, Muller and Ruys (1999) have discussed about
the factors for senior citizen travelers of US.
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The collaboration and cooperation also plays on important role for Tourism Stakeholders.
Stakeholders orientation plays an important role. lbrahim & Gill(2005) have discussed about
positioning strategy based on perceptions. Destination Managers may improve their images by
collecting perception details of local residents. Beerli (2004) has written about geographical
focus of tourism. Leep (2008) has mentioned about the safety issue. Safety problem plays
important role

METHODS.

The Review of Literature has given some valuable inputs. The past published research have
indicated some indicators which can be guidance factors for this Research problem.

The past Research have spoken about following variables which are the indicative of Tourist
Behavours. They are as following.

Mean expenditure
Expenditure risk
Segment size
Sports Tourism
Market segment size
Market potential
Destination Image
Attitude
Motivation
Satisfaction
Volunteer Tourism

Researcher will address to these variables along with new variables which will be collected at
primary research level. The Researcher at this level decided to go for the Grounded theory
concept. This will be under Qualitative Research Design. Grounded Theory work for inductively
collection of data. Gloser and strauss (1967) have worked with phe Grounded Theory.

SAMPLING-

Researcher has used Qualitatively method. The survey was design in semi structure manner. The
Random sampling method was applied for Respondent selecting.

Research Area- Jabalpur city has been divided in to zones. Then with the Random selection of
offices, Malls, Railway station etc. Respondents have been Selected as research units.

Construct Development.

Researcher has worked with 148 respondents who were agreed to give response. The researcher
has interviewed the respondents. The contents have been developed in following manner.
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S. No. I order Il order 111 order

1. I always want to travel for religious place

Tourist vision Tourism product planning

2. 1 am unable to decide because family has a different choice.

3. I believe to travel only once in a year

4. 1 am confused to decide about place.

5. The Attraction is not like previous

6. The expenditure stops me for tourism

7. Tourism is not for poor and middle class Indian family Tourist motivation Tourism
Behaviour

8. Not able to get free time

9. Not a priority

10 Festival is the only occasion to visit

11. Each Tourist has a different

Demand

12 1 have now understood about Tourism importance Tourism Segmentation Tourism Image
13. I am worried about travel problem

14 1 am not sure about safe and economical stay arrangements

15. I have a desire to stay at costly and branded image place.

16. The Destination Image is a decision factor

17 The proper communication also

prepares the mindset for travel decision Tourism Education

18. The age wise also decision differs for Tourism

19. | prefer to visit Tour planner website

20. The travel comfort also helps in taking decision.

21. Social reasons also helps about tourism.

22. The psychology also changes with tourism.

23. The Gender difference also plays an important role for Tourist division.
24. The group Tourism also plays an important reason Tourism Image

25. Tourism can be enjoyed along with

TRANS Asian Research Journals .
http://www.tarj.in



ISSN: 2279-0667 Vol 7, Issue 9-10, Sept-Oct 2018 Impact Factor: SJIF 2017 = 5.943

Business Trips

26. The children educational schedule also decides the Tourist plan.
27. The Urban and Non Urban have different tourist approach
28. Some Time prefer for Adventure Tourism.

29. Tourism agencies are not professional in approach.
30. Self motivation keeps the Tourism behavour high.
DATA COLLECTION.

Tourism Expenditure.

S.N.

1. Major issue 70%

2. Minor Issue 30%

The majority start considering important issue.
Segment size.

S.N.

1. Important 67%

2. Non Important 33%

The size is also an important factor

Destination image

S.N.

1. Yes 66%

2. No 34%

The Destination image is an important factor.
Tourism Education

S.N.

1. Some new methods required 76%

2. Existing are OK 24%

Tourism education is an important factor

Discussion and Findings

Tourist Vision :

Different Tourist are having their own vision. They decide as per their own and some time they
travel always or once in a year. They may have no understanding of Tourism.
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Tourist Motivation:

In present situation middle and poor class are not so motivated for Tourism. The only
opportunity may religious Tourism. Now there is also a change.

Tourism Education:

Tourism can be taught in school & college. The public can be made aware about the benefits of
Tourism. The age wise information may be useful to decide about Tourism, socially the person
can be convinced for Tourism as per belonged social class.

Tourism segmentation.

Tourism have a sign of segmentation. The tourism motives, thought personality have been
emerged as tool to deside segmentation and target. Segmentation and target are clearly indicative
to be adopted.

Tourism Image:

The image is an important factor. The positioning of the destinations become observational fact
for decision. The decision to promote destination may give result.

Tourism Product Planning:

As the companies do product planning. The Tourism can also be planned as per product
planning. The observational facts are indicative where Tourism can be prepared as per product,
price, promotion and place. Service quality norms can be instrumental in this regards.

Tourism Behaviour :

The attitude, motivation and learning are observed as behavior. Which can be defined in he
process.

Tourism positioning: The communication process can be a process by which positioning has
been created in the mindset of Tourism.

Suggestive Framework: Tourism and hospitality industry can follow following Tourism vision
Tourism Tourism segment

Tourism Motivation Product Target Positive
Tourism Motivation Tourism

Tourism Segmentation Motivation

Tourism Education Tourism

Tourism image Positioning
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ABSTRACT

Land of five rivers, Punjab is situated in the northwestern corner of the India. There are 25,000
travel agents in Punjab doing business of $ 600 million/year. Research study was aimed to gain
an empirical understanding for service quality gap between expectation and perception level of
customers in the service provided by travel agents. This study employed a descriptive single
cross sectional design and questionnaire was considered an appropriate approach to collect the
data. The sample size of 1000 was selected by convenience sampling procedure. The data were
collected in the state of Punjab only. This may limit the generalizations of the research findings
to the travel agents of other states of India. In totality, this study contributes for the
establishment of new theories, and concepts with reasonable degree of certainty.

KEYWORDS: Punjab, GAP, RATER Dimensions, SERVQUAL, Travel Agents, Satisfaction,
Perceptions, Behaviour Intentions,
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INTRODUCTION

Services are everywhere (Hoffman & Bateson, 2011). Many researchers and scholars have
shown an interest in an assessment of service quality in travel agents service sector (Foster,
1997; Hossan, 2012; Mohamed, 2007; Olorunniwo & Hsu, 2006; Stickdorn & Zehrer, 2009; Yu,
Morais, & Chick, 2005). The state of Punjab literally means Punj (five) ab (waters). There were
25,000 travel agents, 300 travel agents were International Air Transport Association approved,
96 agents were approved by Travel Agents Association of India, 18 were registered by
Immigration agents accredited by Ministry of Tourism and 25 agents were accredited by
Ministry of Labour. Lack of governing body performance appraisal norms in the state is a big
constrained for providing efficient services by travel agents. The interactions with the customers
of the travel agents revealed that the tourists face problems due to the lack of quality services
provided by travel agents. Before the commencement of the research study, none of the study
related to travel agents in the state of Punjab was presented in review of literature. Due to this
fact, comprehensive study is required for the assessment of travel agents service quality.

REVIEW OF LITERATURE

(Shahin & Janatyan, 2011) emphasised the need to analyze the correlation of service quality
gaps. (Hossan, 2012) used SERVQUAL to estimate satisfaction in tourism service quality and
affirmed that tourism satisfaction is depend upon goodness of fit between the expectations and
perceptions of the consumer. (Jordan, 2012) was comprised to evaluate the impact of service
quality on customer satisfaction and revealed that there was significant relationship between
reliability service quality dimension, responsiveness service quality dimension, tangibility
service quality dimension, empathy service quality dimension and customer satisfaction.(Khan &
Tabassum, 2010) measured the customer service quality level to measure the customer
satisfaction. (Stickdorn & Zehrer, 2009) reported that customer satisfaction is determined by
customer assessment of expectations and perceptions towards the service quality provider.
(Mohamed, 2007) purposed to measure the gap between expectations and perceptions of the
respondents and found that service quality gap was highest in tangibility dimension of the service
quality.(Clemes, Wu, Hu, & Gan, 2009) revealed that behaviour intentions were directly
influenced by customer satisfactions and intension to revisit the service provider leads to
customer satisfaction among customers. (Kuruuzum & Deniz, 2010) used SERVQUAL scale to
determine the impact of service quality on behaviour intentions. Service quality dimensions such
as empathy, responsiveness, tangibility, reliability and assurance had more impact on ‘loyalty’
and ‘pays more’ dimensions of behaviour intentions. (Pont, 2002) tested five factor behavioural
intentions battery as given by ( a Parasuraman, Zeithaml, & Berry, 1988) in service sector and
emphasise to replication of this study in different areas and settings of service sector. (V. A.
Zeithaml, Berry, & Parasuraman, 1996) studied that dimensions of behaviour intentions were
influenced by service quality. (A Parasuraman, Zeithaml, & Berry, 1988) constructed the
disconfirmation paradigm for measuring quality in services. Expectations — perceptions =
Quality. (V. Zeithaml, Bitner, & Gremler, 2006) recognized Gap model (SERVQUAL) as an
important tool for the assessment of service quality. (A. Parasuraman, Berry, & Zeithaml, 1993)
stressed that formation of perceptions depends upon the interlinking what customer experiences
from the services ( A Parasuraman, Zeithaml, & Berry, 1988) divided the customer perceptions
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into the perceptions of five RATER service quality dimensions. (Gronroos, 2007) empirically
tested the components of customer satisfaction and conceptualize satisfaction as the comparison
between customer expectations and customer perceptions. (Hossan, 2012; Kouthouris,
Alexandris, & Kouthouris, 2005) focused on the concept of customer satisfaction and perceived
service quality. (Buttle, 1996; Foster, 1997; Kouthouris et al., 2005; Wu, 2009) argued that
degree of customer satisfaction was directly proportional to level of service quality provided to
the customer. (Prentice, 2013; Swaroop Debasish & Dey, 2015; Weiermair, 2000; William,
Appiah, & Botchway, 2016) investigated the relationship between service quality, perceptions,
expectations, behaviour intentions and customer satisfactions by using SERVQUAL model in
service construct provided by travel agents sector.

OBJECTIVES OF THE RESEARCH STUDY

1. To conduct an empirical study for determining the service quality gap between expectations
and perceptions of customers.
2. To study the relationship between perceived service quality and customer satisfaction.

HYPOTHESES

H1lao: There is no significant difference between overall expectations and overall perception of
the customers in the service provided by travel agents in Punjab.

H2a,: Correlation coefficient between perceived service quality and customer satisfaction is not
significantly different from 0.

RESEARCH METHODOLOGY

This study employed a descriptive single cross sectional design. The first step was taken to select
the travel agents from three different regions of Punjab i.e. Majha, Malwa and Doaba. Secondly,
pre-testing of the questionnaire (SAQ) was conducted in Khanna city before the questionnaire
was finally distributed to the required sample of respondents. Sample size of 1000 was
considered adequate to provide statistical inferences at 95% confidence level interval (Malhotra,
Hall, Shaw, & Oppenheim, 2007).

RESULTS & DISCUSSIONS PERTAINING TO RESEARCH OBJECTIVE ONE

This section presents the results for Hypothesis Hlap in order to achieve Research Objective
One. The differences between consumer expectations versus perceptions of actual service
delivered by travel agents in Punjab were examined by analyzing the 21 questions regarding
expectations of the respondents with the 21 questions measuring perceptions of the respondents.
The Gap score was calculated by using the formula (Gap = combined mean of expectations —
combined mean of perceptions).

TABLE 1. RANKING OF GAP

Dimensions Gap Rank
Responsiveness 0.3980 1
Tangibles 0.3850 2

TRANS Asian Research Journals %
http://www.tarj.in




ISSN: 2279-0667 Vol 7, Issue 9-10, Sept-Oct 2018 Impact Factor: SJIF 2017 = 5.943

Empathy 0.3646 3
Reliability 0.3553
Assurance 0.2993 S

Gap score of all the 21 questions related to RATER dimensions were positive and sig. value for
all the dimensions were less than 0.05 indicated that that the perceptions fails to meet
expectations in travel agents case. The overall mean gap of all the 21 items of consumer
perceptions and consumer expectations was 0.3604 and clearly indicated that the customers’
perceptions of service quality did not match with their expectation. Table 1, revealed that, the
highest gap was found in ‘responsiveness’ dimension (0.3980) of service quality. This huge gap
clearly indicated that consumer perceived the lowest from this quality dimension. The poor
perception in this dimension was due to the fact that travel agents did not give prompt service to
customers (0.5460) and travel agents were not always willing to help customers (0.5330). The
second highest gap was found in ‘tangibles’ dimension (0.3850). In Punjab service providers
were not certain about their employees’ appearance and uniform (0.3850), equipment (0.3918),
and work areas on-site (0.3782). Services can be performed completely as per specifications. Yet
customers may not feel provider employees care about them during delivery as shown in
empathy gap (0.3646) at rank 3. And this hurts customer’s assessments of providers’ service
quality. They overall average value the reliability dimension (0.3553) was at number 4 in terms
of gap because the travel agents do not insist on error free records. Lowest gap was in the
‘assurance’ dimension. This poor perception was due to the fact that less qualified and low
skilled people were offered job in most of the travel agents office.

Paired sample t — test showing the overall gap between overall expectation and overall
perception of service quality provided by travel agents in Punjab.

TABLE 2. PAIRED SAMPLES T - TEST

Pair Paired Differences t - test for Equality of Means
overall expectation of  travel

agents service quality — overall | Mean Std.

perception Gap Deviation |t df Sig. (2-tailed)

of travel agents service quality

36110 | .13682 10319 |20 | .000%**

Note. *** p < 0.05

It was observed from the table 2, paired sample t — test that the gap between overall expectation
and overall perception with respect to the service provided by travel agents was statistically
significant (t = 12.095, p < 0.05). Thus null hypothesis Hlay was rejected. Therefore, it can be
concluded with strong evidence that there is significant difference (0.36110) between overall
expectations (4.9594) and overall perception (4.5984) of the customers in the service provided

by travel agents.
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Results & Discussions Pertaining to Research Objective Two:

This section presents the results for hypothesis H2a, in order to achieve research objective four.
To investigate the relationship between the perceived service quality and customer satisfaction,
multiple correlation models was run as shown in the table 3.

TABLE 3. CORRELATION MATRIX (PERCEIVED QUALITY AND CUSTOMER
SATISFACTION).

Perceived. Quality | Satisfaction
Pearson Correlation 1 257**
Perceived. Quality | Sig. (2-tailed) .000
N 1000 1000
Pearson Correlation 257 1
Satisfaction Sig. (2-tailed) .000
N 1000 1000

**correlation is significant at the 0.01 level (2 — tailed)

The correlation table shows a low positive relationship (r = .257) between the predictor variables
i.e. perceived service quality and the single dependent variable i.e. the satisfaction. It can be
confirmed that overall satisfaction of perceived service quality has low positive relationship with
overall satisfaction. Thus correlation coefficient between perceived service quality and customer
satisfaction is significantly different from 0. We reject our null hypothesis H2a,. Thus correlation
coefficient between perceived service quality and customer satisfaction is significantly different
from O and exist low positive relationship between perceived service quality and customer
satisfaction.

CONTRIBUTIONS OF THE RESEARCH STUDY

Research study made contributions to improving the theoretical understating of the expectations,
perceptions and satisfactions of the customers of travel agents. Research study provides more
detailed analysis of service gaps between expectations and perceptions of the customers and adds
additional information to the existing literature for travel agents, Literature review suggested that
the relationship between perceived service quality and customer satisfaction was neglected by
the researchers in the case of travel agents. No study was found that was related to the state of
Punjab. This research provided more inclusive understandings of the relationship between
perceived service quality and customer satisfaction in the state of Punjab.

Limitations of the Study and Scope for Further Research

The area for the research study was very much restricted according to sample size of Majha,
Malwa and Doaba. Cost constraint and time constraint did not allow for more extensive
collection of the required data. Larger sample may give clearer picture of an assessment of
service quality provided by the travel agents in the state of Punjab. Only five RATER service
quality dimensions were used in the research, there may be other service quality dimensions that
could also be considered in further empirical research studies because role of significant
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influence of other factors cannot be ruled out. Many other constructs such as individual attitude
or other subjective norms also influenced individual behaviour intentions might be included in
the future research studies. IBM SPSS AMOS could be used to fit structural equation models
(SEM) for more reflective measurements and path analysis. Due to availability of limited
literature on travel agents, may be some aspects and dimensions related to service quality of
travel agents have not been identified in the conceptual model as described in the research
methodology.
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ABSTRACT

Ethics are individual concern about right or wrong. It includes one’s own moral judgments to
think what is right and what is wrong. Every business is dependent upon its employees who take
decision on behalf of a business. And every individual is influenced by the culture of company
whose main target is to earn profit. They face different types of ethical dilemmas every day.
Business ethics is basically the acceptable behavior organizations expect from its employees.
Strong ethical decision making is a helpful tool to help organizations to select the best
opportunities and to success in long run. Corporate Governance is also helpful for the
organizations to take right decision at right time to lower cost of capital, proper utilization of
resources and betterment of everyone associated with the organization.
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INTRODUCTION

Society is group of individual sharing a common goal/purpose, interdependent and live together
to fulfill certain needs, having a feeling of respect, cooperation, willingness to communicate and
take responsibility as when needed. And ethics is how we treat and respect each other in the
society. Business Ethics are defined as the defined standards and principles acceptable to
conduct the business. These principles and standards are acceptable to the government,
customers, employees, shareholders, etc. The society advocates that the business should not only
make profit but should consider its social obligations in mind.

Ethical and Social Responsibilities of a business is to have a positive impact on society and
minimize the negative impact. There are some types of rules and regulations, code of conduct of
ethics that all the business houses must encourage in order to gain competitive advantage, to gain
market share and to avoid any illegal and unethical issues in the business. All the employees
including management, shareholders have to obey these rules and regulations. Business laws are
known as rules and regulations that govern the conduct of business.

Ethics, business ethics, corporate social responsibility, code of conduct, corporate governance act
as a compliance system that determine acceptable conduct in business organizations.

Ethical decision -making is an integral part of high -quality care. Tools and resources to support
ethically sound decision -making help teams prepare for difficult conversations, and produce
better outcomes for all involved . Ethical situations can be hard to identify. They are different
from clinical dilemmas, personality conflicts, and other difficult situations, even though they can
cause similar emotions. The situations that benefit from the use of an ethical decision-making
tool like this one involve disagreements between the values of the people in the situation. These
differences become problems if a choice needs to be made about which values are most
important. t can also be challenging to know who, in the end, gets to make the final decision. In
clinical cases, the choice generally belongs to the patient/resident/client or their family. When a
decision belongs to a team, a consensus must be built, often in the context of vastly different
(and strong) opinions. Other times, the decision has been made that a team finds difficult. A
framework can help to clarify the values and concepts, and to resolve some of the associated
moral distress. Occasionally, a tool like this can be helpful for personal decisions. Determining
the main decision-maker will clarify the issue, and whose interests the decision most affects.

CODE OF ETHICS

A Code of Ethics is a statement of the norms and beliefs of an organization. Norms are the
standards of behavior, expected from everyone in the organization when confronted with a
articular situation consisting of ethical dilemmas. The norms of behavior in the Code of Ethics
are a series of ‘do’s and don’ts’ detailing the expected standard of behavior from everyone in the
organization. These codes are helpful for mental set ups for doing or not doing something. This
will help the mind to decide any matter which has ethical value. Code of ethics can generally
make an employee of the organization aware of his or her obligation and the moral duties
towards the organization. As we have already discussed that ethics have no universal acceptance.
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Managers sometimes faced with situations which are ethically ambiguous without any clear-cut
ethical guidelines. In India there are some provisions regarding the welfare of the community.
But on the part of the business activities there is no such mandatory code of conduct. These
deficiencies can be avoided if there is a formal and specific code of ethics. According to the
Business Ethics Survey Report India - conducted by KPMG India- Smart Indian companies are
increasingly becoming concerned about “The way they do business”. They realize that good
ethics is good business too. The survey suggested the following five steps to develop Ethical
Corporation.

Corporate Governance — Today’s Need in Business

Ethics are as important as any other field in business and personal life. It has been a matter of
debate and important business topic since the existence of business. Being a part of the society,
it is the ethical responsibility of the business to fulfill the ethical needs of the society and for the
well being of society. A business can earn loyalty, brand image by fulfilling ethical
responsibility in the society. This is what called ‘Corporate Social Responsibility’. There are
four obligations a business must fulfill. One is called Economic Responsibility where the
business requires to make money. Without getting profit, a business cannot think to do
something else or to fulfill the needs of society. This is the first need of a business to satisfy the
stakeholders who are directly or indirectly attached with a business.

The other most important parts are Legal Responsibility, Ethical Responsibility and
Philanthropic Responsibilities. Ethical consideration is very important for a business to success
in long run. Unethical business can survive for a very short period, but a firm requires ethical
behavior to success in long run. There are number of scams Like Commonwealth Scam, Hawala
Scam, 2G Spectrum Scam, Satyam Scam held in India. Consultancy firm Deolitte has said more
than half of the business professionals covered in its survey feel that more corporate financial
statement frauds will be uncovered in 2010 and 2011 than the last three years (Indian Express,
2010).

There is Corporate Governance System in India. It involves each one who are directly or
indirectly associated with it in fulfilling the objectives of the company. Corporate governance is
very effective tool as it provide a high degree of confidentiality that is important for Indian
economies functionality. This is the responsibility of corporate governance to promote ethics in
the organization and among the workforce. As the Board of Directors has the accountability to
perform the tasks as per code of conduct, and can transfer it to next level of management. It
promotes a sense of belongingness and trust among the investors, board of directors,
management, stakeholders and shareholders. Such trust is the corner-stone of efforts to achieve
the common goal, whereby the interests of individual operators and other institutions are
integrated with others at large.

The first formal corporate governance committee, formed in 1996 and chaired by a leading
Indian industrialist, Rahul Bajaj, submitted its recommendations in April 1998. The second
committee, also chaired by a leading industrialist, Kumar Mangalam Birla (the Birla
Committee), submitted its report in 2000. The third committee, chaired by Naresh Chandra (the
Chandra Committee), was constituted in August 2002 to
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focus on corporate audit practices. The fourth committee — the Murthy committee, chaired by
Narayana Murthy, founder and Chairman of Infosys, one of India's leading software companies
— provided recommendations in 2003.

Ethical Decisions Making in Business

Business has always been about ideas that can generate a profit. These ideas are what get a
business started, help it survive, grow, and contribute to society. All businesses start with a seed
idea that gives them an opportunity to provide value to their customers and they earn a part of
this value generated as profit. One of the reason to succeed in long run, a business take ethical
decision making. Ethical decision making in business involves all the members of business
including stakeholders, management, employees, customers, etc. who has a sense of respect for
each other and follow code of conduct in doing business. This is the skill needed for every
business to succeed. Ethical decision making is appreciable in every aspect of business. It is a
tool to gain competitive advantage, to make good corporate image in the society and to get
commitment and dedication from all members of business whether they are shareholders,
employees or customers. A business should:

a. Recognize the need of ethical decision making

b. Implementing the various tools for ethical decision making

c. Make a sound ethical decision making

d. And last, evaluate the various pros and cons of ethical decision making
PEAS

There is a proper ethical decision making process that can be followed while running a business.
PEAS is a framework for step by step decision making in ethical ways. This is the framework to
follow ethical decisions in business, solve various ethical problems in business, and make
business powerful and successful.

PEAS stand for “Problem, Evidence, Analysis, Solution”. To follow PEAS, first of all a business
must identify its business needs. While doing business what is the basic problem a business
facing. Problem identification is the first step where the ethical dilemmas occur. Where the
business is lacking in ethical issues. So this is the first step to assess the ethical problems in
terms of ethical guidelines or code of ethics.

The next step is to find the evidence or the fact. What facts are known to the business and what
are hidden? Does the business have all the facts and evidence to take decision? What was the
situation when that step was taken and against whom? Such type of questions can be helpful in
knowing the evidence for unethical behavior in business. The business can analyse all the facts
and then by using these five approaches, a business can get a solution: Utilitarian, rights,
fairness or justice, common good, and virtue approaches. Utilitarian is an approach that attempts
to do the most good and limit the amount of harm for each individual. A rights approach protects
and respects the moral rights of individuals impacted by decisions. The fair or just style seeks to
create equality among all individuals while the common good method focuses on bettering
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society as a whole. The virtue tactic centers on the ideal virtues necessary for promoting
individuals for the company.

It should be kept in mind that there is no universal approach for ethical standards. As the
business is this framework on human beings and different people have different viewpoints.
Ethical decision making is as much about the process of decision making as it is about your
answer to the problem.

CONCLUSION

Business ethics is a good tool to make everyone including shareholders, management, employees
and all other stakeholders responsible. Business ethics cannot be created easily it needs a help
from every stakeholder to behave ethically in order to gain profit. Everyone should follow legal
and ethical issues by taking extra training and to make ethical decision making strong. The
managers can take feedback from all the stakeholders to make decisions ethical. The
government should be taken into loop and legal responsibilities should be properly fulfilled. The
organizations can take advantages of various consultancies, training groups to educate employees
in implementing business ethics. With the feedback from all the stakeholders a company can
develop an ethical business environment.
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